
Case Study: American Eagle Outfitters

Situation
 American Eagle was buying search as well as display on an ad exchange with no real

display strategy outside of getting mass eyeballs really inexpensively.
 The display program suffered from a lack of strong branding opportunities and

seemingly random tactical decisions.
 AEO was not leveraging its brand assets properly, nor was it taking advantage of the

plethora of focused demographic target opportunities (15-25 yr olds).

 AEO was looking for a partner that could extend and leverage the brand while still
achieving strong efficiency towards specific campaign goals.

 The previous campaigns were focused solely on CPM and traffic efficiency and the
AEO online brand suffered for it.

 The challenge was to deliver on both the DR and brand goals with one campaign.
 Use more expensive and targeted placements that could still drive efficient response
 Layering on demographic targeting along with contextual and content targeting was

an additional hurdle
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Response
 The online program was reshaped to a broad based, brand-centered program.

 CWM focused on three key points to choose partners
– Sites that had extremely good resonance with the AEO target
– Cost efficient brand programs
– Unique advertising environments

 As successful partners were found, programs expanded on those sites to
encompass more opportunities.

 CWM used the programs that were initially successful as a base to model other programs
after, and to drive other new partners that were pursued.



Case Study: American Eagle Outfitters

Results
 CWM effectively moved the AEO display media from the ad exchanges towards top

branded content sites, while maintaining previous levels of performance.

 CWM effectively met all campaign goals while executing media buys on premium
content and high impact placements.

 Goals included: ROI, cost-per-visitor, email opt-ins, sweeps entries, video views

 The new online display strategy produced a core set of publisher partners.
 These partners deliver strong results and excellent branded environments.
 AEO utilizes these partners repeatedly with consistently strong results.

 With this base of performance/brand hybrid partners and programs in place, AEO is
now free to explore even more partners that provide an even stronger branded
element.
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Thanksgiving 2008 (sarah silverman pregame
loader)


